NORITAKE CHINA 
For 1941 Delivery 


Sales of our import Noritake dinnerware 
are rapidly approaching factory production 
capacity for this year. In order to secure 


preferred patterns and early delivery we advise 


ordering now before the entire allotment is sold. 


To those in need of salable merchandise 
for the June Bride Season, we recommend a 
prompt inspection of our stock of fancy art 
goods and samples of dinnerware now en route 


from Japan. 


Morimura Bros,, INc. 
53-57 West 23rd Street 


New York City 


Sad 


The Essence of Charm - ; Spring Wouguet i 


This disarming floral pattern has 
had a sensational consumer ac- 
ceptance due to the perfection of 
its underglaze treatment, which 
preserves for the life of the ware 
a permanent and vivid freshness. 


SPRING BOUQUET combines the 
quality features of fine service with 
a most moderate cost and is avail- 
able in both pink and blue under- 
glaze on either the popular Laurel 
or Empire shapes. 
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~ new MARITA shape at the recent shows is 
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Please say you saw it in THE SALESMAN 


W.eite 
FOR SAMPLES AND \ 


_ PRICES OF OUR 
NEW LINES 


MARI 


Tits warm | reception! which greeted our 


‘@ most favorable prophecy of instant con- 
sumer appeal. MARITA flat ware features 
‘a gracefully styled irregular edge with a 
‘double beaded line on the inside—which 
also appears on the foot of the hollow ware 
pieces. 
- Qutstanding underglaze colored Borders 
on the Belclaire shape were other high- 
_ lights” of our exhibit, in distinctive shades | 
"of Apple Green, Canary Yellow, Peach — 
[ Glo, Coral, Ivory and Powder Blue—53 
1 ' piece dinnerware sets retail for approx- 


imately $14.95. a | 


| 


An Apology 


Orders of such volume have 
so taxed our present melting 
capacity that we have not been 
able to meet delivery dates as 


promised. However, new melt- 


stalled will so increase our pro- 
duction capacity as to enable 
us to meet all delivery schedules 
promptly—and that in a very 


short time. 


Until then, we ask your in- 


ing equipment now being in- 
dulgence. | 


THE IMPERIAL GLASS CORPORATION 
BELLAIRE, OHIO 


WwW. v. Ofiuer, PP, res, Ohio. 


THE AMERICAN INDIAN creates distinctive pot- 
tery for modern use in traditional tribal forms. 


Hopi Vase of biscuit ground decorated in brown $7.50 ea. 
Acoma Water Jar, white with brown decoration 10.00 ea. 


Hopi Bowl, biscuit ground with brown rust and 
Wk ennabnonodadHongoCAKO ant onan 1.75 ea. 
Colorful Clay Figurines.................. 6.00 dox. 


I at $25.00 


Send for Indian Pottery Assortment No. 
(no tio pieces alike.) 


From an extensive New York Stock, personally collected by 


FRED LEIGHTON 129 Fifth Ave. 


New York City 


THE POTTERY and GLASS SALESMAN 


ive Apple Blossoms 


a dinnet plate: 
are dinner 


an 


Manufacturer , 


gland ix 


m Eng 
ae proving the 


assuring adequate 


And We 
assorted 


are 


re that this increas 
red. Ope? stock, 


h as tO types 


n patterns 
ly priced 


dition of te 
the greates 
i G pular 


we believe 


ice TANS, 


FISHER, BRU 


CAS 


oi a 


MARCH, 194 
1 
ONE OF AMERI 


Pleas 
se say 
you s 
saw it in TE 
HES 
ALES 
SMAN 


ll... = 


AMERICAN MADE 
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Juscar 
| ENGLISH BONE CHINA 


A delicate “Peach Bloom” body is the 
outstanding ous of this exquisite 
bone china breakfast set from one of Eng- 
land’s finest china houses. The colorful 
hand-painted pattern—No. 7159H—on 
the “Shirley” shape, wholesales at $14.50 
service for one: $18.50 service for two. 
Available for immediate delivery from 


New York stock. 


Over two hundred different Bone China Teas and Saucers from this outstanding factory to retail 
from $1.00 to $10.00 each—also in TUSCAN: A. D. Coffees and Saucers, Coffee Sets, Tea Sets, Dessert 


Plates, odd solitaire Creams and Sugars, Peppers and Salts, large range of Dorado gift items. 


LOOOWIN JOHNSON INC. | 


Frank Feeman CJ Fifth Ave., New York Bayese& Co: 


MAIN OFFICE 705 Metropolitan Bldg. — Vancouver, CANADA 
44444444 See the complete line in ROOM 599D, Pittsburgh Gift Show, March 31—-April 4. 44k kKKK* 
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Los Angeles 
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These distinctive productions are certain to find im- 
mediate favor with the American public. The illustrated 
“Lady Hamilton" design typifies the outstanding litho- 
graphic treatments in Royal Albert's extensive new line, 
and features a rich maroon panelled border with a colorful 
center spray and delicate gold finish. Stock of Royal 
Albert patterns will be available for fall delivery. 


Sole Representatives in U.S.A. 


Justin Tharaud, Ine. 
. leg Fifth Avenue Yew York 


LULU 


tthis line at 
INew York 
—riooms) or 
| for Prices 
imformation. 


NOW Retailing nt Loss Phan Jormor. Wholesale Price! 


SPARKLING 
CRYSTAL BLOCKS 


Flowers —Aquaria—Book Ends 


A merchandise sensation—is the 
drastic reduction in cost of these 
Pittsburgh Corning glass blocks, 
now available for the first time at 
popular prices. A new moulded top 
in an oval shape has been speci- 
ally designed to facilitate casual 
flower arrangements. The unusual 
sizes and practical shape of these 
clear crystal blocks are the answer 
to the decorator's problem of en- 
hancing that difficult spot. 


Immediate Delivery—F. O. B. Factory 


Minimum Shipment —4 cartons 


Wholesale prices of illustrated items 


12" square by 4°" deep-3 to a carton .. $21.60 dozen. 6" square by 4" deep-12 to a carton... $7.20 dozen. 
8" square by 4" deep - 8 to a carton .. 14.40 dozen. 31/4," square by I1/4"" deep- 36 to a carton 1.80 dozen. 
: : ru » New York City 


SEND FOR 


your copy of our new 16-page 
catalog, fully illustrating four 
distinct types of ware, which is 
now ready. 


THIS CATALOG 


is being sent all over the country 
to consumers who have re- 
quested it, with a retail message 
addressed to them. Gain by the 
demand this will create and 


stock CAMARK FOR PROFIT. 


CAMARK POTTERY 


CAMDEN, ARKANSAS 


Sold exclusively in U. S. A. by 
JANIS-TARTER, GREEMAN, INC. 
225 Fifth Ave., New York City 


8 Please say you saw it in THE SALESMAN THE POTTERY and GLASS SALESMAN 


—_ s 


AMERICAN 
LIMMOGes 


“Traditionally “Old South” in spirit. Reminiscent of crinoline 


dresses, jasmine blossoms and white columned verandas. Old 
American in feeling—Modern American in style and adaptability.” 


LIMOGES CHINA CO. & SEBRING POTTERY CO.,, SEBRING, OHIO 


* * * * * * * * * 
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THE HOMAR~LAUGHLIN CHINA 


NEWELL WEST VIRGINIA 


ia, and Portland, Oregon. 
South and Southwest: M. A. Je Northwest: Davis and Braisted 


M. Seller Company, San F 
East and Middle West: 
Minneapolis, 


Colorado, 


Pacific Coast Representative: 


East: George B. Fowler. 
rge I. Davis Company, Denver, 


H. 
Minnesota. West: Geo 
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e or a graceful decorative piece. The leaf bowl 
n attractive container for salad, fruit or as a dec- 
ive centerpiece. The tea saucer has equal utility 
s mint, nut, bread and butter plate or man-size 
ray. 


OPEN STOCK 


retail 


inet me 
Leaf plate $ 6 "$ 3.00 dozen 
Salad bowl = 12.00 Gin Oehe 
Tea saucer, 5 
Teacup ... 


4 4 2 , 
oded x ae Fork and spoon 67 5S pr. 4.00 doz. pairs. 
ptability to various compositi sf plates can be sold Minimum order—ongl dozen sets of tho illustrated 15-piece set at $3" 


vidually or in sets of eight to retail at 50c per plate or each net or an open stock assortment comprising 12 dozen pieces. 
ombination with teas to form an attractive»tea,services). $49:40 net—plus packing. 2 
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In March 


HB In china and glassdom the big news of the 
month was the termination of the wage confer- 
ence between the United States Potters Associa- 
tion and their labor union, The National Brother- 
hood of Operative Potters. A new agreement 
which goes into effect on April Ist grants an 
average increase to the workers of approximately 
10%. Manufacturers are now struggling with the 
puzzle of price increases and although no official 
announcement has been made it is felt that the 
increase in factory prices will equal the increase 
granted the workers. 


@ Department store sales for the four weeks 
ending March 8th were 7% higher than the cor- 
responding period in 1940, according to the report 
of the Board of Governors of the Federal Reserve 
System. A gain of 10% for the year as a whole 
was registered over last year up to the above date. 
Individual Federal Reserve districts showed a wide 
variance with Boston registering a 15% gain; 
Cleveland 10%; Chicago 9%; New York and 
Richmond both at 8%; St. Louis 7%; Dallas 
6%; San Francisco and Atlanta both 5%; Kansas 
City 4%; Philadelphia 2% and Minneapolis 
1%. 


Hit is felt that raw weather in many parts of 
the country in recent weeks is responsible for the 
spotty retail business to a great extent. This con- 
dition was likewise reflected in the imported and 
domestic fields and gave manufacturers and whole- 
salers a “breather” in their race to catch up on 
deliveries. 


M Business at the New York Gift Show held at 
the Hotel Pennsylvania from February 24-28 was 
reported by exhibitors as being from 10% to 15% 
ahead of the 1940 show. Attendance also at this 
show registered an increase but when the scene 
of exhibits changed to the Statler Hotel in Boston 
for the Boston Gift Show and the independent 
show at the Parker House in that city, results told 
an entirely different story. The amount of business 
done and the total attendance at either of these 
shows was reported as disappointing. Weather 
conditions existing at that time in New England 
were considered to be responsible for falling off 
in buyer attendance. 


M = Next on the spring schedule of Gift Shows 
is the Philadelphia Gift Show which opens at the 
Benjamin Franklin Hotel in that city on March 24 
and closes on March 27. The wind-up show of 
this season's schedule is the Pittsburgh Gift Show 
at the William Penn Hotel, a new exhibit—which 
has created a lively interest in wholesale and retail 
circles—making its opening bow on March 31 and 
closing on April 4. 
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Advertising in a Seller's Market 


After years of sales drought, quite a number of American pottery 
and glass manufacturers and wholesalers find themselves flooded with 
orders which mean the use of 100 per cent plant capacity and with 
prospects of additional orders growing rather than diminishing, they 
see the day in the immediate future when they will be oversold. Be- 
cause of this apparently fortunate position some managements are 
inclined to discontinue or drastically curtail advertising because it may 
be necessary to ration sales. Some may even contemplate the elimination 
of the small customer and plan to sell only to larger buyers. 


If domestic business had no experience with a similar situation this 
might seem logical, but when this attitude is viewed against the back- 
ground of what happened during the last war the folly of this policy is 
revealed. Pottery and glass history is studded with the names of com- 
panies that couldn't stand success and in many cases these concerns were 
imbued with the philosophy that dollars taken out of the advertising 
appropriation were dollars saved. Many learned a much deeper lesson; 
that it costs much more in dollars and sweat to win back a position of 
leadership that has been lost than it does to gain that position and 
hold it. 


American business entered the period of the World War without 
any experience to guide it and found itself in a sea of war orders, silk 
shirts and champagne. Wise leaders today are looking back on the 
depression of the early twenties and the more acute depression of the 
thirties, seeking methods of cushioning the shock that is sure to follow 
the present holocaust, and high in their consideration is advertising. 
Why? Because these men realize that boom periods foster the develop. 
ment of new competitors and the growth of established competitors. 


During the years of the World War I, china and glass manufacturers 
came to realize that an oversold condition enabled them to strengthen 
their dealer structure through advertising to attract the attention of the 
more desirable dealers. “his program offset the insinuation by compe- 
tition that the manufacturer was catering only to big customers and 
letting small dealers go by the boards. 


No matter how long before a peace may be anticipated, it will be a 
serious jolt to business conditions and means immediate cancellation of 
orders on hand. The manufacturer, who has insured himself for this 
kind of uspet with advertising, has an effective cushion which helps to 
prepare for the price competition that usually develops when a boom 
is followed by rapidly declining volume. 


This year only one European country, England, is making sizable 
exports to the United States and no matter who wins the war, the United 
States is going to pay most of the bill. One of the ways in which foreign 
countries expect to have us pay the bill is by buying their merchandise. 
After the war as soon as foreign countries can get back to manufacturing 
china and glass, American products are going to face a new competition 
and one of the best forms of insurance to offset this competition is the 
establishment in the public mind, and the buyer’s mind, of the quality 
and craftsmanship behind American products through intelligent na- 
tional magazine and trade journal advertising campaigns. 
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Introduction of the Ivory Body More Than Fifteen Years Ago 


Started Revolutionary Changes in Domestic Semi-Porcelain Ware 


by ial. rah Cos: 


HM One of the outstanding exhibitions of industrial 
pioneering can be found in the story of modern pottery 
designing. The beauty and practicability characterizing 
the shapes and decorations of present day domestic 
dinnerware may be traced largely to the originality, 
ingenuity and ability of seven men who, more than a 
decade ago, were associated with the Sebring Pottery Co. 
These men were Charles L. Sebring, pottery executive; 
J. Palin Thorley, ceramic art director; Victor J. Roehm, 
ceramic engineer; Colonel William Rhodes, salesman; 
Harry J. McMasters, pottery superintendent; Charles 
Smith, decorating superintendent; and Gale ‘Turnbull, 
consultant. 

The story of the vast change that has taken place in 
the pottery industry began in 1917 at a meeting of the 
United States Potters Association in New York, when 
Mr. Sebring, then general manager of the Sebring Pot- 
tery Co., startled the group by announcing that his firm 
was experimenting with an all-American body. At that 
time clays and various ingredients were being imported 
and the indusury was facing a shortage of materials due 
to the war then in progress in Europe. However, Mr. 
Sebring assured them, the body was too expensive for 
practical use at that ume. 

For several years the industry heard only rumors of 
the experiments in progress at the Sebring pottery. 
There were other major incidents to take their attention 


and after a few years the interest aroused by Mr. Se- 
bring’s announcement faded away. Perhaps that is what 
Mr. Sebring wanted to happen. He could continue his 
diligent search for methods to improve American ware 
unnoticed, 

Quietly and without fanfare he searched far and 
wide for new ideas. He was ready to encourage anyone 
who had anything constructive to offer. Consequently, 
thousands of illustrations for shapes and decorations 
piled up in the safes at the factory. There was an occa- 
sional idea worthy of attention, but ceramic designing 
was a new field for those with artistic ability. It was also 
an unexplored territory for the manufacturer, as the 
majority of potters were not particularly conscious of 
the importance of styling in semi-porcelain dinnerware. 
At last, in desperation, Mr. Sebring turned to Europe for 
help and secured the services of Septimus Bennett, a 
ceramic artist of Hanley, England, who was a brother of 
Arnold Bennett, the famous English writer. 


Mr. Bennett, who had spent many years modeling for 
important English potteries, listened to Mr. Sebring’s 
idea and made it tangible, but when the shape arrived 
at the pottery in America the manufacturer was only 
partially satisfied. ‘The shape was round and _ because 
every potter was producing round shapes something 
different must be added to distinguish it. Flutings were 
given to the various items and the shape emerged as the 
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first step in the brand-new order of pottery designing. 
Mr. Sebring was gratified and named the shape “Barbara 
Jane” in honor of his daughter. 

“Phe “Barbara Jane” would have created comment 
under any circumstances, but it was not the fluted lines, 
nor the beauty of the designs which set the pottery in- 
dustry agog—it was the new body of which the ware was 
made—a warm, creamy body with highlights of radiance 
unable to find expression in the cold deadness of white 
ware. This ivory body made its bow to the public more 
than fifteen years ago and was the first new body in 
dinnerware since William Bloor produced his white 
ware in 1861. 

There were many conferences among the potters and 
the main discussion concerned the new body. Some were 
optimistic, others definitely against such a revolutionary 
idea. White ware had been made in American potteries 
for many years; they could see no reason for changing 
to something no one, except the research department of 
the Sebring Pottery Co., knew about. But, public opin- 
ion altered their decision and before the year was out 
many of the plants had switched to ivory ware. 

Mr. Sebring and his associates found it the best plan 
to work quietly. While other potters were scurrying 
around trying to emulate the ivory body, the art and 
research departments of the Sebring Potteries were find- 
ing new fields to conquer. 

Early in the summer of 1927, Charles Sebring again 
set out to find something new. He approached Victor 
Roehm, ceramic engineer, with the request for some- 
thing decidedly different in the way of body, shape and 
decoration. It must be a complete departure from any- 
thing ever seen in American dinnerware. From that 
request came Umbertone, a magnificent body with color 
resembling coffee rich with golden cream. There was a 
faint pinkish cast to the body and the depth and warmth 
of the color left nothing to be desired. The firm decided 
the new body must carry an imposing name, one which 
would rightly describe its beauty and give nothing of 
its secret. Hundreds of names were suggested until the 
decision was given to Umbertone, due to the similarity 
of the finished ware and the color of umber. 

Ordinary shapes would never suffice for the new body 
and in order to assure a perfect correlation between 
body and shape an entire new line must be built about 
Umbertone. The first shape to be exhibited was known 
as the “Moderne.” It was plain and round, carrying the 
first narrow rim plate ever to be jiggered in an Amer- 
ican pottery. Later, the “Ultra-Moderne” was designed 
and the flat ware was square with beautifully cut out 
corners. This last acquirement was another startling 
innovation as it was the first time square flat ware had 
been made in America. 

The search for the proper decorations to enhance the 
beauty of the new ware contains many highlights. It 
meant a courageous discarding of former patterns and 
the established mode of decorating. Prior to this time 
decorations had been applied in a curiously mixed ar- 
rangement. It seemed the aim of the decorator to get as 
many flowers or geometrical designs, and sometimes 
both, on a single piece of ware as possible. A mixture 
of unrelated, overloaded decorations would spell ruin 
for Umbertone. Therefore, something vastly different 
from what had appeared on dinnerware heretofore was 
required. 
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A later innovation was the “Ultra-Moderne™ shape in the 
Umbertone body which was the first square flat ware made 
in America. Illustrated is the famous “Green Wheat" 


pattern which at that time was a distinct departure in 
dinnerware decoration. 


The art department, which at that time was under 
the expert direction of J. Palin Thorley, reproduced all 
the designs in water colors. The group would gather in 
Mr. Sebring’s office and hold an inquest over the fin- 
ished designs. The patterns were discussed from many 
angles, their merit and adaptability to the shape and the 
reaction of the buying public. It was a slow process of 
study and elimination. Finally, a range of designs was 
decided upon and the original samples were hand 
painted by Mr. Thorley and carried out from every 
standpoint on casserole, dinner plate, sugar, creamer, 
cup, saucer and other items. 

The body, the shape, the decorations were now in 
order. Months of hard work, both mental and physical, 
lay behind the seven men who were making ceramic 
history. “Che moment had arrived for them to christen 
the line. The experts were stumped. They had concen- 
trated all their efforts on creating perfect dinnerware; 
now they did not know what to name it. Many sugges- 
tions were offered but none of the names seemed to do 
full justice to the ware. Colonel Rhodes suggested Mr. 
Sebring’s middle name, Leigh. The Leigh line it be- 
came. 

In 1928 the Sebring Pottery Co. opened a_ private 
show at the Hotel Waldorl-Astoria in New York. The 
buyers flocked to see what “Charlie” Sebring was going 
to offer and were agape at what they saw. Belore their 
eyes lay the Umbertone body, featured in the Leigh line. 
Without a doubt it was the most spectacular artistic 
upset ever to be experienced in American dinnerware 
manufacturing. 

It would be impossible to discuss all the patterns 


° 
1g 


shown at this exhibit. “Vhere were several outstanding 
ones. Uhe “Green Wheat” pattern was strictly American 
as it had been inspired by the rippling wheat fields of 
the middle and far West. “Green Wheat” was a distinct 
departure from the accepted idea of dinnerware decora- 
tion. Lt was simple in styling, exquisite in coloring and 
perfect for the ware on which it appeared. 

The “Duo-Bloom” pattern was created during the 
show. One of the buyers found his choice of designs had 


(Continued on page 38) 


Top at left—A. Kessler of Kessler Bros.; Miss Reggie Eckstein of the Smart Shop, Cleveland; Gene Loeb of Gene Loeb Co.; 
and H. A, Fletcher of DresArt Co., Chicago. Top at right—F. V. Christy of the Daison Mfg. Co.; Miss Mary Campbell of Hens 
& Kelly, Inc., Buffalo; and R. Averli, Jr., representative for Daisonware. 

Above at left—Miss Lillian Sherman of Lillian Sherman; J. F. Lambert of John F, Lambert; and Thomas F. McNally of Cheerio 
Specialties, Brooklyn, N. Y. Above at right—Martin Freeman of Martin Freeman Co.; Mrs. H. Needle of Abrahatr Strauss, 
Brooklyn, N, Y.; Mrs. B. Keenan of John Gerber Co., Memphis; and William Freeman and Peggy Forsythe of Martin I’'reeman Co. 
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Below at left—Miss Carol Brevoort and Miss Mary Rodney of Southern Highlanders, Inc., with Mr. Pitt Petri of Pitt-Petri, Buf- 


falo. Below at right—L. Loevsky of Julius Roehrs Co., Rutherford, N. J.; L. J. Tiedeken, George W. Brownley and H. Bendet, 
all of the Taiyo Trading Co.; and R. Heft of Julius Roehrs Co. 


Bottom at left—William R. Weltmer of Schoemaker Co. Inec.; David W. Seyler of the Kenton Hills Porcelain Co.; Miss Muriel 
Jaret of Kirby, Block & Co.; and Mrs. Rosemary Seyler of the Kenton Hills firm, Bottom at right—John H. Degan and Donald 
Warrin, both of J. H. Venon, Inc 


Top at left—Bert Whitman of China Overseas, Inc.; Connie D’Aoust of J. B. Hudson & Co., Minneapolis; and J. W. Robbins of 
China Overseas. Top at right—Kurt Rubel of Weil-Freeman; T. Werbin of Werbin's, Hempstead, N. Y.; Miss Ruth Goldfeder 
of Weil-Freeman; Mrs. A. E. Johnson, Mrs. M. Seamon and Mrs. W. H. Salter, all of the Gift House, Rockville Center, Mass.; 
and Joe Strauss of Weil-Freeman 


Above at left—Minna Lisson of Creative Art Products Co.; Elmo Monfreda and Miss Esther Baldwin, both of the Shop of Gifts, 
Westhampton Beach, N. Y.; R. Barbara Blanke of Creative Art Products; Mrs. C. Case of the Case Electric and Gift Shop, 
and Lee Goldwater of Creative Art Products. Above at right—William E. Little and George F. Little of 


PICTORIAL REVIEW OF TAE INEW YORK CG Eres FROay 


Below at left—Alice Bland of Ethel Page; Katherine K. Lebell of the Little Green Shop, Katonah, N. Y.; M I. Magaril of 
Magaril’s, Brooklyn, N. Y.; and Louis Bland of Ethel Page. Below at right—Sam Keepnews of the Keepnews Co.; J. C. Coyle 
of Bromberg's, Birmingham, Ala.; and Miss O. Faix of John Wanamaker & Co., New York. 


Bottom at lef(—Miss Mary Kolodney of the Mary Kolodney Shop, Winter Haven, Fla., with Albert Weber and O. M. Dixon, 
both of Herman GC. Kupper, Ine. Bottom at right—Walter Levison and Adolph Kaufman of Decorative Crafts; Grace Lee An- 
drews of Milady’s Shoppe, Baltimore; and Milton Cohen, president of Decorative Crafts 
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N. Y. with Joe Silverman, E, Eisland and Marshall Reed, all of 


Top at left—Miss Betty Clapp of the R. F. Clapp Co., Albany, 
of S. P. Skinner Co., Ine., with Miss Therese Molyneux of 


Marshall F. Reed, Inc. Top at right—C. E. Yeo and S. P. Skinner 
the Ashlawn Gift Shop, Charlottesville, Va. 


Above at left—Ralph Gunschel of Red Wing Potteries, Inc., with S. IF. Runkle of J.C. Penney Co. Above at right Louis Getzoff, 


Elizabeth Fort, Clarence Levy and Jerome Levy, all of Levy Bros. China Co. 


PikCHORI ACER View. ©F THE NEW YORK GIFT SHOW 


am Silber- 


Eddie Rubel of Rubel & Fenton, Inc., Jay Ackerman of the New Martinsville Glass Co.; Mr. and Mr 
Mr Pearl E. 


House and Garden Shop, Baltimore; and C. A. Schultz of New Martinsville. Below at right 
Tarp, both of A, L. Larimer. 


Below at left 
stein of Malcolm's 
Whiteley of Whiteley'’s, Stone Harbor, N. J., and Miss A. L. Larimer and Miss L. T. 
Bottom at left—Henry Underberg of Breslauer-Underberg with Mrs L. L. Fugitt of Becker's, Washington, D. C Bottom at 
right—Edward Krischer of Richter and Ring, New York; Miss Ida Cahoon and J. M. Moore, both of the Duke University Store, 
Durham, N. C.; James Perricone of Lewis P. Weil; Miss Ruth Mendelson of J. N. Adam & Co., Buffalo; and Lewis P. Weil. 


Castleton, Syracuse, 
Wedgwood and 
Spode are shown in 
this bridal display 
at the Fair Store. 
Card in foreground 
bears name of 


bride-to-be. 


That Porsonal Jouch ... 


The Fair Store, Fort Worth, Has Done Unusally 
Well In Its Development of Customer Relations 


URING a period covering half a century, the china 

and glass department at the Fair Store, Fort Worth, 
Texas, has grown from a small household department 
to a china and gift shop covering half of an entire 
floor in the 150-by-300-foot building. This success is due 
largely, according to Mrs. Maggie Ferguson, manager 
and buyer for forty years, to the fact that the Fair sells 
china and glass to people. The public loses its mass anon- 
ymity in the Fair’s gift shop, and each prospect becomes 
a person, to be studied individually and known per- 
sonally by the sales staff, and to be sold ceramics exactly 
according to his individual tastes, preferences and buy- 
ing power. Personalization of sales is not a new thing 
in china merchandising, but the Fair has done unusually 
well in its development of this sound plan of customer 
relations. 


American-made china and glass are the foremost fea- 
tures of the shop, with Castleton, Lamberton, Syracuse 
and Lenox sharing the spotlight in elaborate stock 
showings in advantageous positions. An entire wall at 
the rear is lined with shelves for display and divided 
into sections for the showing of separate patterns in com- 
plete services. This background is complemented by a 
row of tables in front of the wall display, showing each 
pattern in dinner-table arrangement. The other side of 
the floor is devoted to glassware, where shelves placed 
against mirrored walls catch the rays of indirect lighting. 


The “permanent-customer list” is an innovation in 
the Fair’s personalized sales system which appeals to the 
better-class consumer to which the store caters, and also 
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insures repeat sales. The seven saleswomen in the de- 
partment maintain individual permanent customer files 
which contain the record of customers served by each, 
and identifying each with the sales person who has 
served her previously. To keep this system 100 per 
cent. accurate, all purchases are recorded each day and 
tabulated weekly, records and credit for sales made to 
each customer going to the clerk who handles that 
customer’s account. When new cards are made for new 
customers, duplication is avoided by a weekly cross- 
check between the clerks. Each clerk maintains her 
own separate card file of her customers, and when one 
of them enters the department that particular clerk is 
called to assist her. This means that customers who 
return time after time are served by the same person; 
thus a permanent personal relation and confidence that 
the department is individually interested in the cus- 
tomer’s preferences and problems is built up. 


Each week the saleswomen go through their card 
files, recording all purchases made by every customer, 
so that they have a complete inventory of the ware the 
customer owns, and know exactly what she will be 
wanting next and even when she will want it. When 
new items come in, the sales staff calls or writes to their 
individual customers informing them of arrivals which 
will interest each. 


Another innovation in the Fair's promotional meth- 
ods is the manner in which bridal business is sought. 
A complete Bridal Secretary Service is maintained—twvo 


(Continued on page 29) 
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The Retail Spotlight ... 


A national monthly survey of activities in 
the retail china and glass markets made by 
The Salesman’s retail promotion department. 


M Early March retailing was characterized by a con- 
tinued satisfactory turnover, with emphasis on open- 
stock sales as the price of unit sales continued to climb 
upward. Indications were that the retail market prob- 
ably will adjust itself to higher price levels without 
serious difficulty. A tendency to purchase more liberally 
was seen in the increased attention given glassware. 
Gift and art objects were also unusually strong for 
March, with more emphasis placed upon such lines by 
merchandisers, and a tendency to concentrate this ware 
under the management of china and glass departments. 
American ware continued to gain in preference and 
volume, with English lines also standing up well. 


Tulsa, Oklahoma 


Glassware and gifts were consistently popular in 
Tulsa, Vandever’s doing a bang-up job in March with 
Sharpe stemware and Fostoria. Most sales were in sub- 
stantial units, such as complete sets. Fostoria’s Early 
American motif was popular, with colored glassware also 
moving well, Duncan & Miller’s hobnail pink and blue 
and Fenton's hobnail in cranberry red, blue and yellow 
being responsible for many purchases. 
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H. C. Prange & Co., 
Sheboygan, meta re- 
ceptive market with 
its early March of- 
fering of Theodore 
Haviland's ‘'Regen- 
cy Rose'' pattern 
and Sharpe and 
Fostoria glassware 
for the "Regency 


Ensemble." 


Sheboygan, Wisconsin 


American ware was the leader here as H. C. Prange 
Co. made a March special of Haviland’s American “Re- 
gency Rose” pattern, offering a 53-piece set at $72.60, 
which met an unusually receptive market, considering 
how early the season is. Rocke Sharpe crystal and 
Fostoria decorative ware were the glassware leaders, 
Sharpe goblets and cocktails being featured at $7.80 a 
dozen, and Fostoria’s lyre candelabra at $4 a pair. 


St. Louis, Missouri 


Gifts and small items were in the forefront at Scruggs, 
Vandervoort & Barney's March sales, though substantial 
china lines were far from neglected. Glassware was the 
big leader, however, with items or groups at $1 being 
featured. Sets of eight Libbey tumblers at $1 mono- 
grammed with three initials were popular, as were 
Heisey’s “Sunflower” pattern torte plates, flower bowls, 
and candlesticks. Merchandising proceeded smoothly at 
Famous Barr's huge department, staple English lines 
holding their places and popular American leaders such 
as Haviland receiving good treatment. Novelty and 
extra sets, such as some of Vernon’s moderately priced 
special patterns, were also well received. 
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Seattle, Washington 


Somewhat surprisingly, Seattle is showing continued 
hospitality to established imports, particularly to the 
English bone-china lines and to Noritake, which have 
established sufficient popularity to overcome the coastal 
prejudice against foreign-made goods. In the same week 
during which Seattle established a national “first” by 
having a city-wide trial “black-out,” the first bridal pro- 
motion of the year appeared in Seattle at the Haze Mart. 
Seattle merchandisers are already after the wedding-bell 
business in full swing, possibly because of the increase 
in the marriage rate which always accompanies the 
possibility of war in the offing. Frederick Nelson’s also 
made a play for the bridal market in its “At Home” 
promotion, which included special exhibits in the gift 
shop and china department and featured original Dor- 
othy Thorpe glassware and an claborate showing of 
Lenox patterns. 


New Orleans, Louisiana 


Gifts, glassware and objects of art moved well along 
the Delta during early March, with retailers reporting 
a gift volume comparable to heavy months in previous 
years. ‘he reason is believed to be found simply in the 
fact that more money is in circulation, with purchases 
being made by people for themselves, rather than for 
gift purposes. Holmes’ store prominently featured glass- 
ware and gifts, with Lenox china lamps, urns and 
cigaret boxes being especially popular. Lenox open- 
stock china also was favored as were English bone-china 
figurines in the high-price brackets of $20 to $40 each. 
Traflic was stimulated by means of an art display which 
included some rare Bohemian cut-glass imports at high 
prices and Sevres mantel sets at $100 for three pieces. 
Stemware received considerable attention at the Maison 
Blanche also, the Capri pattern in Rocke Sharpe moving 
particularly well, with the goblets, champagnes, clarets, 
cocktails, sherbets, iced teas and cordials selling at 59c 
each. American dinnerware designed by Russel Wright 
was also featured at the Maison in 4-service starter sets 
at $6. 


Los Angeles, California 


American china was in demand on the California 
coast. Mass buying is taking place in the larger Cali- 
fornia cities, reflecting the improvement in per capita in- 
come which has already been effected. At the new Broad- 
way Department Store in Los Angeles, Edwin M. 
Knowles’ and Paden City Pottery’s lines were the leaders. 
Interest was also high in colored pastels such as Fran- 
ciscan and Pacific, though buying ran principally to 
staple dinnerware. 


Dallas, Texas 


The fashion capital of the Southwest reflected both 
a patriotic and an artistic note in March promotion. 
Capitalizing on the friendly feeling in this section for 
the Viking countries, Titche-Goettinger manoeuvered a 
scoop by landing the Permanent Exhibition of Copen- 
hagen, taken from the Danish Pavilion of the World’s 
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WEDGWOOD AND CRYSTAL 


fiom 


FIFTH AND UNIVERSITY 


The Haze Mart's first bridal promotion of the year fea- 
tured Wedgwood china and a wide variety of crystal. 


Fair, for an exclusive art exhibit and sale. The collec- 
tion is to be sold and the proceeds deposited in the 
Federal Reserve Bank for disposition after the war, since 
it cannot be returned now. The feature of the china 
and glass department was the stoneware and ceramics 
of Nathalie Krebs. The interest stimulated by this ex- 
hibit aroused movement in the staple imports, of which 
Noritake and the English lines were the most active. 
American promotion in Dallas centered around the 
Arthur A. Everts Company’s showing of the Lenox 
“Symphony in China.” Traffic was well harnessed by 
Everts’ tie-in displays of place-plan groupings in popular 
Lenox patterns, which moved excellently during the 
three-day showing of the “Symphony” exhibit. 


Kansas City, Missouri 


English staple lines seem to have a swonghold in 
the Middlewest, where purchasers of English wares of 
long standing cling to their favorites. There has also 
been a spurt in buying of British wares by fanciers who 
have fears that the supply may ultimately be cut off by 
the war, and are buying heavily for preservation rather 
than utility. Jaccard’s stimulated interest in Susie Cooper 
dinnerware by emphasizing that it is still open stock, 
and reported a brisk movement in place sets as well as 
complete services. IT. M. James & Sons continued its 
staunch support of British bone china, with Spode and 
Wedgwood the favorites, these lines being James’ ex- 
clusives in Kansas City. 


Milwaukee, Wisconsin 

Emphasis was placed upon the continued strides by 
American potters in matching or improving upon dis- 
continued imports at the Boston Store in Milwaukee 
with an early March special showing of copies of the 
Venetian “Nove Rose” pattern by American makers, 
both advertising and floor technique going into detail 
about the difficulty of matching the Italian clays in order 
to make a faithful reproduction. “The open-stock San- 
dela ware, with matching chop plates, salad bowls. jugs 
and teapots, was well received in starter sets of twenty 
pieces for $5.99. 


at 


Principal section of 
exhibit being held 
at Sweden House 
to demonstrate the 
quality of American- 


made glassware 


Sweden House and American-Made Glassware 


New York Shop Spotlights Its Domestic Wares With 
Special Exhibition of Libbey Hand-Blown Crystal 


i an effort to convince its regular customers—and 
all others who can be drawn into its display rooms— 
that the American-made glassware which is now its prin- 
cipal stock is as pure in quality and as artistic in design 
as the Swedish and Czechoslovakian merchandise it 
formerly imported, Sweden House, in New York City, 
is sponsoring for the current month a promotion which 
includes an exhibition of Libbey hand-blown crystal, the 
showing of a color movie of the production of glassware 
and a display of the tools used to turn out the ware. 

Sweden House is situated in Rockefeller Center in the 
smart upper Fifth Ave. shopping district and is patron- 
ized generally by women of means who have been 
accustomed to using imported glassware almost exclu- 
sively. These women and, in fact, women generally, the 
management of Sweden House finds, are of the opinion 
that the domestic product is inferior. Whereas there 
may have been some basis for this conviction at one 
time, such is no longer the case and the present promo- 
tion is intended to prove just that. 


The exhibit of glassware, which was planned by 
Donald E. Peters, manager of Sweden House, is on the 
second floor and occupies virtually all of the L-shaped 
floor space. The first sight to meet the eyes of a person 
stepping out of the elevator is a table set with American- 
made china and Libbey’s “Prestige” stemware, which the 
shop offers at $25 a dozen retail. To the left, in the 
longer section of the showroom, are tables bearing var- 
ious decorative pieces and, against one wall, an impres- 
sive showing of more items which are set off by the black 
velvet on which they rest. Along the opposite wall is 
the display of glass-blower’s equipment and _ partially 
finished ware. A small section of the room has been 
enclosed for the showing of the 18-minute movie. 


Decorative pieces, some with beautiful copper wheel 
engravings, comprise the bulk of the display. although 
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both the “Prestige” and the “Knickerbocker” stemware 
patterns are prominently shown. The retail prices of 
the pieces cover a wide range, a bud vase at $3.50 being 
one of the lower-priced pieces and an optic crystal vase 
at $30 being among the higher-priced ones. 


“In addition to showing the tremendous. strides 
taken by the fine American glassware industry in the 
last year and the development in this country of an 
appreciation of glass as a medium for artistic expres- 
sion,” says Mr. Peters, “the price of the American pro- 
duct is lower than the imported. Because American 
crystal of beauty and quality equal to that of the im- 
ported sells for less, many more women now can have 
the best glassware in their homes. Naturally, that 
widens the market for the retailer.” 


Mr. Peter's belief that the women of New York 
would be interested in seeing a demonstration of the 
skill of American glass makers and proof of the high 
quality of their products was borne out by the appear- 
ance in two New York newspapers, the Sun and PM, 
of stories concerning the exhibit. 


Several times a day the movie is shown before the 
small group of persons that can be accommodated in the 
darkened room. The scenes depicted, all in full color, 
were taken in the Libbey factory in Toledo, Ohio, and 
show the manufacture from start to finish of a hand- 
blown spiral optic vase. The workmen are shown taking 
the molten glass from the lurnace, shaping it with 
applewood tools, returning it ume and again to the 
furnace, dipping it into he mold that makes the ridges 
and then turning it to make the ridges take on a spiral 
shape, cooling the glass, polishing the base and lip and, 
finally, the inspection in another department of the 
finished piece and the wrapping for shipment. There 
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ENRIGHT-LECARBOULEC, INC. 


4 new golden topaz color treatment applied to the 
“Corona pattern gives the items of this complete line of 
Swedish-inspired stemware and tumblers a rich appearance at 
the four-point crown base with a more delicate shading to- 
ward the rim. The highball, goblet and sherbet, illustrated, 
like the other pieces which complete the line, retail for $7.20 


a dozen. 


Additional information may be obtained by fill- 


ing oul the Business Reply Card on page 26. 
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HAEGER POTTERIES, INC. 


Gracefully poised fawns are used as the base for 
this lamp from Haeger Potteries. The fawns are of terra 
cotta and the finial is a fawn's head in turquiose, which har- 
monizes with the base. The shade is of gold beige parchment 
with a narrow banding of turquoise and a tufted edging in 


beige. 


Additional information may be obtained by fill- 


ing oul the Business Reply Card on page 26. 


RUBEL & FENTON, INC. 


Two items of increasing popularity in Blenko 
Glass are these hand-made vases from Rubel & Fenton's 
extensive new line. Both pieces are available in two sizes: 
No. 431/F at left is eight inches high—costs 75c; 431/L is 
ten and one-half inches high—costs $1. On the right is 428/F 
seven inches high—costs $1.25; No. 428/L is nine inches high 
and costs $2. The entire Blenko line is available in green, 


blue, ruby, turquoise, honey and crystal. 


Additional information may be obtained by fill- 


ing out the Business Reply Card on page 26. 


CAMBRIDGE GLASS CO. 


These ash trays, fashioned along Swedish lines, are 


additions to Cambridge's Pristine line and are made of clear 


pot glass with heavy sham bottoms and fire finished tops. The 


trays, from left to right, measure four and one-half, three and 


one-half and six and three-eighths inches from cigaret rest to 


tip, and retail for approximately 49c, 39c and $1 respectively. 


Additional information may be obtained by fill- 


ing out the Business Reply Card on page 26. 


LILLIAN BELL 


The graceful contour of this Irene Hayes Love- 
bird reveals the practical artistry of its designer. Styled for 
casual flower arrangements or table decorations, it features 
an exceptional glaze by Von Turi, which combines a dull velvet 
finish with high glaze trim. Also offered in complete high 
glaze finish, the item is available in French Blue, Peach, 
White and Dove Gray at $3.75 per pair, wholesale. 


Additional information may be obtained by fill- 


ing oul the Business Reply Card. on page 26. 


TAYLOR, SMITH & TAYLOR CO. 


New for spring trade is ''Carnation,”’ a pattern 
whose attractiveness is due to its wide ivory shoulder treat- 
ment combined with a pink and green floral decal and a 
gold line at the rim and in the center. ‘Carnation’ can be 
sold in sets or in open stock, a 53-piece set retailing for 


about $15.95. 


Additional information may be obtained by fill- 


ing out the Business Reply Card on page 26. 
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CRONIN CHINA CO. 


The new pastel band kitchenware line of the 
Cronin China Co., introduced at the Pittsburgh Show, fea- 
tures a floral decoration with soft green, blue or pink bands. 
The line comprises twenty-seven items in a price range of 
39¢ to $1.98. The items shown retail as follows: 6-piece 
bowl set, $1.98; 12-inch cake server, 79c; 10-inch pie plate, 
39c; and casserole and stand, $1.29. 


Additional information may be obtained by fill- 


ing out the Business Reply Card on page 26. 


H. H. TURCHIN CO. 


Ideal for Spring or Summer service is "Sea Spray," 
an exquisite new line of hand-bent, textured glass which be- 
lies its light and airy appearance by being strong and impervi- 
ous to scratches. Two essential shapes are featured—square 
and oblong—which combine into complete tableware service 
or are adaptable for smoking sets, hors d'oeuvres or canapes. 
H. H. Turchin offers the 5-piece Smoker Set (4 ash trays) at 
$30.00 per dozen sets; Bread and Butter plates at $10.80 per 
dozen; Salad and Dinnerplate combination (8 pieces) at 
$9.75 for 4 sets, while the stemware in all sizes costs $21.00 
per dozen. 


Additional information may be obtained by fill- 
ing oul the Business Reply Card on page 26. 
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CAMARK POTTERY 


One of Camark's latest creations in decorative 
accessories is this wall pocket. Named Bow Knot for its 
charming shape, it actually seems to hang in soft, graceful 
folds. Available in two sizes—7"' high wholesales at 50c; 
1114" high wholesales at $1.50. Available in turquoise, 
seafoam green, ivory, light mat yellow, lupin blue, dubonnet, 
delphinium blue, peach or rose pink. 


Additional information may be obtained by fill- 


ing out the Business Reply Card on page 26. 


FISHER, BRUCE & CO. 


Good values in English earthenware service plates 
are these four Windsor Ware patterns, any one of which 
may be retailed profitably for $1.25. "Rivington," at the 
top, is plain ivory; the others, "Strathmore," "Sandon" and 
“Aston,"' are available in three color treatments: maroon, 
cobalt blue and green. All four decorations bear coin gold 
treatments. 


Additional information may be obtained by fill- 


ing out the attached Business Reply Card. 


ALICE SCHAEFFER 


The exquisite quality of these lead crystal Zombie 


glasses places them squarely in the prestige class, although 
their list price is only $24 per dozen. In addition to the 
seven illustrated patterns, Alice Schaeffer is offering two 
other designs, "Pine Cone" and "Dogwood," with the latter 
priced slightly higher. 


Additional information may be obtained by fill- 


ing out the attached Business Reply Card. 


HERMAN C. KUPPER, INC. 


This handled Carillon china tray is a recent ad- 
dition to the Carillon line on display in the showrooms of 
Herman C. Kupper. The “'duo-tone'' glazes in which it is 
finished are moonstone, onyx, yellow, opaline, russet green, 
foam white, rosette, horizon blue and blue riche, each color 
giving the effect of having more than one tone. The tray is 
eleven inches long and eight inches wide and retails for $3. 


Additional information may be obtained by fill- 
ing out the attached Business Reply Card. 
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JUSTIN THARAUD, INC. 


LENART IMPORT LTD. 


This English “Countess Set from Lenart Import, 


Lid., answers that persistent refrain for “something new.” 
Intended for breakfast, it also serves quite as graciously for 
Tea Time. Available for immediate delivery in Moss Rose or 
Polka Dot decorations, the S-piece set, complete with tray, 


retails for $7.50. 
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FISHER, BRUCE & CO. 


Good values in English earthenware service plates 
are these four Windsor Ware patterns, any one of which 
may be retailed profitably for $1.25. ‘Rivington,’ at the 
top, is plain ivory; the others, "Strathmore," "Sandon" and 
“Aston,"’ are available in three color treatments: maroon, 
cobalt blue and green. All four decorations bear coin gold 
treatments. 


Additional information may be obtained by fill- 
ing out the attached Business Reply Card. 


HERMAN C. KUPPER, INC. 


This handled Carillon china tray is a recent ad- 
dition to the Carillon line on display in the showrooms of 
Herman C. Kupper. The "'duo-tone'' glazes in which it is 
finished are moonstone, onyx, yellow, opaline, russet green, 
foam white, rosette, horizon blue and blue riche, each color 
giving the effect of having more than one tone. The tray is 
eleven inches long and eight inches wide and retails for $3. 


Additional information may be obtained by jill 


ing out the attached Business Reply Card. 
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JUSTIN THARAUD, INC. 


The “American Beauty" pattern shown here is 
one of a group of new Royal Albert Crown bone china dinner- 
ware designs made expressly for the American market by 
the Royal Albert Crown China factory in England and now 
being shown by Justin Tharaud. “American Beauty,'’ with a 
decoration of pink roses, green leaves and a stippled gold 


finish, retails at prices lower than those usually associated 
with bone china. 


Additional information may be obtained by fill- 


ing oul the attached Business Reply Card. 


FINLAND CERAMICS AND GLASS CORP. 


This three-piece child's set, consisting of cereal 
dish, plate and cup, is colorfully decorated with engaging 
childish figures on fine Helsinki faience. Priced at $12 a 
dozen sets, the three-piece combinations are ready for im- 
mediate delivery from New York. The sets arrived as part of 
a large shipment of Finnish ware near the end of last year. 


Additional information may be obtained by fill- 


ing out the attached Business Reply Card. 
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LENART IMPORT LTD. 


This English ‘Countess Set'' from Lenart Import, 
Ltd., answers that persistent refrain for “something new." 
Intended for breakfast, it also serves quite as graciously for 
Tea Time. Available for immediate delivery in Moss Rose or 
Polka Dot decorations, the 5-piece set, complete with tray, 
retails for $7.50. 


{dditional information may be obtained by fill- 
ing out the attached Business Reply Card. 
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(Continued from December issue) 


Decoration Over the Glaze 

By far the greater proportion of our modern table- 
ware is decorated wholly or partially over the glaze. 
The ware is first fired to the relatively high temperature 
necessary to fuse and mature the glaze. The decoration 
is then applied to the surface of the fired glaze, using 
colors which mature at the lower temperature of a deco- 
rating or muffle kiln. 

The temperature necessary to mature the glaze may 
be approximately as high as 2400° F. in the case of 
porcelain; for bone china glazes, 2000° F. to 2100° F., 
and in semi-porcelain glazes from 2000° to 2250° F., 
whereas a decorating kiln is usually fired at tempera- 
tures ranging from 1200° F. to 1500° F. Occasionally, 
for certain colors and special effects, a decorating hard- 
fire kiln may be fired as high as 1800° F. 

The temperature of the decorating kiln should be 
sufficient to slightly fuse the glaze coat and thus enable 
the applied vitreous enamel color to amalgamate with 
and attach itself to the underlying glaze surface, and 
thus become in fact an intimate partner of the glaze 
itself. Unless this close partnership is attained, there 
is danger of a subsequent flaking or peeling off of the 
applied colors. 

The fact that the greater proportion of modern 
tableware is decorated over the glaze is understandable 
when we realize that at the lower temperatures an 
extensive color palette is available, and also that the 
application of such metals as gold, platinum, silver and 
lustres becomes possible. The chief advantage to the 
manufacturer in decorating overglaze is that the ware 
having already passed through the processes where de- 
fects are most likely to occur, there is less chance of 
defective pieces, for the percentage of loss in the low- 
temperature kiln is usuaily small. 

Another important factor is the convenient manner 
in which glazed but undecorated ware can be stocked 
in the warehouse, and overglaze decorations applied to 
order and fired in a reasonably short period of time. 


Few Technical Limitations 

A fact which is largely responsible for much that is 
meretricious in ceramic decoration is the almost un- 
limited variety of the low temperature color palette. 
The unusual delicacy and beauty of certain tones of 
color, with the accuracy of firing contro] at the lower 
temperature, burden the artist-decorator with few 
technical limitations. 

The origin of overglaze enamels is obscure, and one 
cannot be certain as to the date when such colors were 
first used. Overglaze decoration was used by the Chinese 
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Department of Fine Arts 
University of Pittsburgh 


potter as early as the reign of Hung-Chin (1488-1505) , 
and in the reign of Chang Te (1506-1521) blue under- 
glaze was combined with overglaze decoration. Under 
the reign of K’ang-hsi (1662-1722) the zenith of beauty 
in the overglaze colors was attained. To this period we 
owe the beautiful series of ruby reds, carmines and 
delicate rose pinks produced from gold. This progress 
in the development of ceramic vitreous enamels may 
have been to some extent due to the imitation of 
enamels on metals, which began to flourish about this 
time. 

During the period 1720-1740 in Europe, potters were 
experimenting in the production of porcelains, and 
under princely and royal patronage at Vincennes, 
France, developments were rapid. Under the royal 
patronage of Louis XV and Madame Pompadour, the 
manufactury was removed in 1756 to Sevres, near Ver- 
sailles. 


Many New Tones Introduced 

From manuscripts in the library of the Sevres Mu- 
seum, we learn that the secrets pertaining to the making 
of certain colors were purchased from one M. Caillat; 
also that the secret of fixing gold on porcelain was 
purchased for the then large sum of 3,000 livres. 

Artists and chemists, as Macquer and Hellot (1752), 
introduced many new tones of blue, yellowish green and 
yellow. Lilac, rose and carmine, among others, make 
their appearance from this date. 

In 1752 Hellot perfected the color known as Turkish 
blue, and later came the glorious colors of Sevres, when 
Madame de Pompadour gave her name to the famous 
enamel color—so extensively used for grounds—known 
in France as “Rose-Pompadour” and in England as 
“Rose-du-Barry.” This delicate carmine shade first 
appeared in 1757, and is said to have been invented 
by a painter of flowers named Xhowet, who also in- 
vented a fine soft yellow known as jaune jonquille, and 
delicate shades of green as vert pri, vert pomme and 
many others. 

The English porcelain factories, Bow (1750-1753) , 
Chelsea, Derby and Worcester, developed enamel colors 
of rare beauty, notably the claret color of Chelsea, the 
apple green of Worcester, the pea green and turquoise 
of Chelsea-Derby. Vhe factories of Wedgwood, Spode 
and Minton added further conquests to the ceramist’s 
palette, and today the search for new colors and further 
knowledge of the old continues in the hands of ceramic 
chemists and color makers as a specialized manufacture. 


A discussion of some of the processes of overglaze 
decoration will be the subject of the next installment. 


(To be continued in the next issue) 
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That Personal Touch 


(Continued from page 19) 


women who do nothing but consult with brides-to-be or 
their mothers, planning the entire wedding from gifts 
to invitations, and directing them to the proper de- 
partments for each item. ‘The use of this service is 
stimulated by a close following of the wedding and 
engagement announcements in the newspapers, and 
from a store-wide “tip-off” system which sends all news 
of approaching weddings mentioned by friends or cus- 
tomers direct to the Bridal Secretaries. 

When a bride-to-be has been in touch with the 
secretaries and has been shown through the china and 
glass department, she is persuaded to make a selection 
of dinnerware and glass. An individual display is then 
set up in the department of this particular pattern, with 
that particular bride’s name on a card, and friends and 
relatives are notified that Miss So-and-So’s choice in 
china and glass is on display for their convenience in 
selecting a matching piece for a wedding gift. A sepa- 
rate inventory is maintained of purchases for each bride 
as they are made so that new gift-seekers can learn what 
others have bought and avoid duplication. Fort Worth 
brides regard this as the last word in personalized serv- 
ice, and many will come gaily into the department with 
uncles and parents to show them the individual display 
bearing the bride’s name, so that there will be no doubt 
in the relatives’ minds as to just what pattern they 
would like to receive. 

This shopping service extends to telephone and mail 
promotion, with the clerks calling up friends and rela- 
tives, informing them of the bride’s choice and offering 
them telephone service which enables the donor to be 
certain his gift is of the right pattern and not a dupli- 
cation, even if he does not have time to come to the 
store. 


A similar system is used for other gift occasions, such 
as birthdays and anniversaries. ‘The store’s sales pro- 
motion department accumulates all available data on 
such occasions and distributes it to the departments 
involved, “Phe china department then calls the husband 
or father and suggests a certain piece as a suitable gift 
for the coming occasion, always prepared to tell the 
prospective donor exactly what ware the recipient al- 
ready has and what the next logical choice is. This 
service is enormously appreciated by busy and bewild- 
cred businessmen. 

Consistent, day-in-and-day-out newspaper advertis- 
ing plays a great role in the department's publicity 
plans. Schedules, laid out a month ahead of their run- 
ning dates, feature merchandise and suggestions suitable 
to coming events and seasons. Advertising is concen- 
trated in a morning newspaper with a large feminine 
and out-of-town readership, so that the department's 
sphere of influence extends into suburban and rural 
areas as well as metropolitan Fort Worth. 

“We make the people feel that we regard them as 
individuals rather than just purchasing power,” says 
Mrs. Ferguson, “by knowing them personally and 
knowing their tastes and preferences. We have cus- 
tomers who would not even consider buying china or 
glass from anyone other than Miss So-and-So, who has 
been serving them for years.” 
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CRYSTAL AND COLORS—GLASS TABLEWARE 
-TUMBLERS—NOVELTIES—STEM WARE 
ROCK CRYSTAL, CUT, ETCHED, DECORATED 


THE CAMBRIDGE GLASS CO. 
CAMBRIDGE, OHIO — MANUFACTURERS 
SHOW ROOMS: NEW YORK—LOS ANGELES 
PHILADELPHIA — CHiCAGO — DENVER — DALLAS 


BESWICK WARE 
Dene English Figures 


Beswick hand painted animals and birds in 
natural colors and poses finished in the fine 
traditional English manner. Prices competitive. 


Full range of over 50 numbers stocked in New 
York. 


Ring neck pheasant, 6°' high, $3.75 each net 
Shire horse, 8'' high, $4.25 net 
Calf, 5'' high, $1.75 each net 


Exclusive Distributors 


TNT COMPANY 


225 FIFTH AVENUE Room 1107 NEW YORK CITY 


WESTMORELAND 


OF THE CENTURY + 


BE PREPARED 


Watch for our new, strong 1941 advertising 
campaign in National Magazines . . . West- 
moreland sales are climbing fast — take ad- 
vantage of this pronounced preference for 
Westmoreland Handmade Glassware. 


WESTMORELAND GLASS CO. 
GRAPEVILLE --- PENNSYLVANIA 


NATIONALLY ADVERTISED 


Among the Potters... 


™ Perhaps no wage conference in recent years was faced with more 
trepidation on the part of manufacturer and operator alike or was 
watched with closer interest by buyers of pottery than the one which 
ended February 25th at the Hotel Vanderbilt in New York City. 
The new agreement which goes into effect April Ist grants an in- 
crease divided thus: nine per cent. to piece workers with the excep- 
tion of piece ware dressers and piece decal girls. This increase also 
includes day workers earning over $1.10 an hour. The second part 
of the agreement is a ten per cent. increase to all other day workers, 
except warehousemen who were raised from 67'2c to 80c an hour. 

The contract affects some 20.000 workers in forty plants and 
will continue in force. a spokesman said. “until both sides agree 
there has been a substantial change in living costs.” 

With the conference behind them, the manufacturers are now 
faced with the mathematical puzzle of price increase. How the 
publie will receive a higher price tag is a matter of conjecture. 


e Recently Mr. and Mrs. Noel Tune 
of the Royal China Co., the latter 
known to the trade as Miss Bee Mil- 
Ter, flew to Chicago .to bring home 
their 10-day-old adopted daughter. 
When they made reservations for the 
return trip to Sebring, they discovered 
litle Miss Trelawney Tune was the 
youngest baby ever to book passage 
on the United Air Lines. The story 
was published in the Chicago and 
New York dailies and Miss ‘Lune 
came in for her share of publicity. 

e H.D. Wintringer, president of the 
Steubenville Pottery Co., has returned 
from a forty-five day cruise to South 
America which included a visit to the 
Argentine. 

e A stained glass window, showing 
the head of an elk, was presented to 
East Liverpool Lodge No. 258 re- 
cently by Joseph M. Wells and Arthur 
A. Wells, executives of the Homer 
Laughlin China Co, in honor of their 
father, the late W. E. Wells, a former 
Exalted Ruler and charter member of 
the lodge. 

e A new star was recently discovered 
in the Hall China Co. cooking line. A 
baking shell, designed about ten years 
ago and used exclusively by hotels 
and restaurants, was given a write-up 
by a national woman's magazine. The 
reaction, according to Mr. Robert 
Hall, was amazing. The shell, which 
comes in two sizes, four and one-half 
and five and one-half inches, and is 
thoroughly oven proof, can be ob- 
tained in all colors with a price range 
of 45c to 65c. 


e The Grindley Artware Manufac- 
turing Co. has added a night shift to 
its crew of workers and is increasing 
its production sixty per cent., accord- 
ing to Arthur Grindley, president of 
the company. The demand for the 
novelties of this pottery is increasing 
so rapidly that the need of more 
workers became imperative. No addi- 
tions to the plant are being planned 
at the present time. 
® <A swirling stream of casting slip 
pouring from a compartment can into 
molds produces some of the most un- 
usual artware in America. In a small 
pottery near Malvern, Ohio, raw 
white and brown native clays are 
being ground and made into separate 
slips. The bisque ware comes from 
the kiln artistically marked, un- 
touched by color or artist’s brush. It 
is the matchless handiwork of nature, 
aided by the ingenuity of Bert Craw- 
ford, Greta Corey and Louis ‘Thomas. 
Mr. Crawford is a potter of long 
experience. He knew  natural-clay 
ware had been tried before and failed. 
In former attempts to combine clays 
the shrinkage was not the same and 
the ware was left rough and uneven. 
The formula worked out by the prac- 
tical potter overcame this difficulty 
and made the shrinkage uniform. He 
and Mrs. Corey began their experi- 
ments seven years ago. In July, 1939, 
they purchased an empty creamery 
near Malvern, Ohio, admitted Louis 
Thomas, designer, artist and mold 
maker, into the partnership and the 
‘Triangle Novelty Co. was formed. 
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‘There are secrets in making Juan- 
ita artware, tricks which will be diff- 


cult to copy. It is like Indian ware 
except that it is glazed and will hold 
water. ‘The combinations of clays, 


from which nothing is removed ex- 
cept the shale, gives the ware a rare 
beauty. The iron, usually removed 
by magnets, provides the streaks ol 
gold touching the multitude of de- 
signs. ‘There are no two pieces of 
Juanita ware alike and thousands of 
pieces are being produced. 


e The Homer Laughlin China Co. 
has recently installed the first col- 
loidal machine to be used in the ce- 
ramic industry. ‘he purpose of the 
mill is to mix dry ceramic colors prop- 
erly, to blend them completely and to 
grind the color thoroughly on its pas- 
sage through the mill. The machine 
is set to revolve at a speed of 7,200- 
10,000-17,000 revolutions per minute. 
Stellite is used to make up the work- 
able parts. That is a trade name fon 
the hardest of all metals. 

The result arising from the use ol 
the mill is certain color distribution. 
The resulting mix is stable and will 
not settle or change its contents or 
workability even though standing 
over a long period of time. 

‘This type of machinery for the mix- 
ing and grinding of overglaze and 
underglaze colors has been used in a 
number of large color plants through- 
out the country, but the Homer 
Laughlin China Co. is the first ce- 
ramic factory to use it. 


THE CRONIN CHINA Co. 


Minerva, OuI0 


Makers of 
AMERICAN DINNERWARE 
BAKE OVENWARE 
FANCY DECORATED SALADS 
COLORED GLAZE DINNERWARE 


Catering to 


Jobbers - Premium Users 
Chain Stores-Dept. Stores 
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American ceramics in miniature. Bowls in two- 
tone soft pastel shades range in size from 2” to 
344" and in price from $1.80 to $3.60 per dozen; 
5” decorated troughs $2.50 per dozen; 32” ducks 
(3 styles) $1.80 per dozen. Minimum order 
one dozen of each item. 


Additional information may be obtained by 
filling out the Business Reply Card on page 26. 


This Midget-Drip coffee and tea maker holds 
two cups and retails for 25c. The beverage is 
made by placing drip grind or pulverized collee 
into the filter bag and pouring boiling water 
over it. Packed two dozen to a carton—ship- 
ping weight fifty pounds. 

Additional information may be obtained by 
filling out the Business Reply Card on page 26. 
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Hand-blown “Perfumettes”—glass replicas 
of antique bottles in miniature. 11 dif- 
ferent shapes are available in ruby, ame- 
thyst, amber, sapphire, emerald and cry- 
stal at $21.60 per gross. Individually boxed 
for immediate delivery from New York. 
Minimum order is $ dozen assorted at $1.80 
per dozen. 


Additional information may be obtained 
by filling out the Business Reply Card on 
page 26. 


OF 


Stocked in New York is this hand deco- 
rated pig in American made china and 
available in three sizes: Small $4.80 per 
dozen; Medium $8.40 per dozen and Large 
(82°) $12.00 per dozen. Minimum order 
one dozen, 


Additional information may be obtained 


by filling out the Business Reply Gard on 
page 26. 


British Embassy Denies Partial Closing of Potteries 
Will Result in Curtailment of Exports for U. S. 


Refuting rumors that interpreted 
the recent action of the British Par- 
liament in closing certain potteries as 
meaning a curtailment of exports, the 
Commercial Department of the Brit- 
ish Embassy in Washington sent 
the following letter to a New York 
importer of English ware stating that 
Britain does not intend to reduce her 
exports. 

The letter, dated March 17th, reads 
as follows: 

“We have heard of quite a number 
of mistaken reactions to the statement 
recently made in Parliament regard- 
ing the closing of a number of British 
factories in order to release war work- 
ers. The statement itself was un- 
doubtedly intended mainly for home 
consumption in England and it is al- 
ways difficult to put the right stress 
on the various aspects of home and 


foreign policy with regard to produc- 
tion. You may assure any inquirers 
that there is no intention to slacken 
our export efforts and that the reor- 
ganization in the United Kingdom is 
necessitated by the drastic reduction 
in the volume of goods permitted for 
home consumption and the necessity 
to utilize both factories and workers 
in the most efficient manner possible. 
It is for this reason that many facto- 
rics working for the home market on 
short time are being closed. 

“It is always difficult to get correc- 
tive information published in the 
press once an erroneous impression 
has been created by newspaper reports 
and I agree that it was very unfortu- 
nate that so many reports played up 
the statement so as to make it appear 
that our export capacity would suf- 


fer.” 


German H. Frnies 

Herman H. Henjes, southern rep- 
resentative for Morimura Bros., Inc.. 
died on March 16th at the Midwood 
Hospital, Brooklyn, of pneumonia 
and resulting complications. He was 
sixty-one years old. 

Mr. Henjes, who had been con- 
nected with the Morimura firm since 
1952, returned to his home in Brook- 
lyn from a trip on February 27th, 
became ill and entered the hospital 
on March Ist. Well known to the 
trade, he had been with Theodore 
Haviland & Co. for thirty-three years 
prior to 1932. 

A son, Frank H. Henjes, who is as- 
sociated with J. H. Venon, Inc., sur- 
vives. 

PICKARD TO BUILD NEW PLANT 

H. A. Pickard, president of Pickard, 
Inc., has announced that construction 
of a new plant to house the firm’s 
decorating shop will begin this month 
at Antioch, Ill. The work is now done 
at the company’s headquarters in Chi- 
cago. 


GIFT & ART ASSOCIATION 
ELECTS OFFICERS 


At the conclusion of a recent meet- 
ing of the National Gift & Art Asso- 
ciation at the Hotel Pennsylvania in 
New York the following officers were 
elected for 1941: Henry Underberg, 
presidemt; A. S. Henry, vice-president; 
George F. Little, secretary-treasurer. 
Three directors of the Association 
were elected for a period of two 


a2 


years: Harper Junius, A. Stanley Brus- 
sel and Emmet White. W. C. Bur- 
roughs and Anne Wilmerding were 
elected directors. The question of 
keeping the gift shows open on Sun- 
days and evenings was discussed at 
the meeting, but the members of the 
Association voted to retain the pres- 
ent hours. 


GS ROYAL ALBERT CROWN 
ERWARE LINE TO JU. S. 


Jack M. Field, who is connected 
with the St. Mary’s China Works of 
Thos. C. Wild & Sons, Ltd., Longton, 
Stoke-on-Trent, England, manufactur- 
ers of Royal Albert Crown china, is 
currently in this country with a wide 
assortment of dinnerware samples. 

The St. Mary’s Works has under- 
gone a process of remodelling and 
overhauling during recent years and 
since the completion of the improve- 
ments last year has been able to in- 
crease its Output, and also to create a 
dinnerware line for American con- 
sumption. 

The New York firm of Justin Tha- 
raud, Inc., American representative 
for the Royal Albert Crown short 
lines, have been appointed exclusive 
agents for the dinnerware line as well. 
NEW SHOWROOM OPENED BY 
DWYER-WEILER CO., INC, 

Dwyer-Weiler Co., Inc., has recently 
opened new showrooms in Suite 259- 
261 at 200 Fifth Avenue, New York. 
Miss Margaret Dwyer, Ed Weiler and 
B. Jerome Engel are partners in the 
new concern. Both Miss Dwyer and 


Duncan G. Curtis 


200 Fifth Avenue GRamercy 7-4137, 8 


New York Office of: 

LOUIE GLASS COMPANY 
Blown Stemware and Tableware 
NEW MARTINSVILLE GLASS CO. 

Pressed Tableware Private Moulds 


WEST VIRGINIA GLASS SPECIALTY 
COMPANY 
Decorated Stemware 
Water and Cocktail Sets 
MARION GLASS MFG. COMPANY 
Stemware and Tumblers in Gray 
and Rock Crystal Cuttings 
NELSON McCOY POTTERY CO. 
Art Pottery and Kitchenware 
FRENCH-SAXON CHINA CO. 
Domestic Dinnerware 
TYCER POTTERY COMPANY 
Teapots and Mixing Bowls 


Mr. Weiler were formerly associated 
with George C. Kindt & Co. Miss 
Dwyer is a particularly well known 
figure in the trade, having been con- 
nected with the George C. Kindt or- 
ganization for many years. Mr. Engel, 
who is president of the firm, has 
been associated with a number of 
English importing houses and allied 
with the china, glass and gift fields 
for over sixteen years.  “Ivortone 
Ware” is featured among the lines on 
display, which include glassware, 
gifts, housewares, lamps, pictures, 
wood specialties and an extensive va- 
riety of promotional items. 


H. H. TURCHIN SHOWS NEW 
PITTSBURGH PLATE GLASS LINE 

“Sea Spray,” a new glass line de- 
veloped by Pittsburgh Plate, has just 
been received by H. H. Turchin Co. 
and is on display at the firm’s show- 
room, 230 Fifth Avenue, New York 
City. “Sea Spray” is described as hand- 
bent, specially textured glass that is 
both light and strong and will not 
show scratches even after continual 
use. The line has a wide utility, being 
adaptable for smoker sets, canape 
trays and decorative uses as well as 
its primary function—complete table- 
ware service. A new oval shaped top 
on Pittsburgh Plate’s popular glass 
bricks is another interesting feature 
at the Turchin showroom. A drastic 
cut in the price of these crystal flower 
containers and aquaria enables them 
to now be retailed at less than former 
wholesale cost. 
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ELENART ecabfst in Bed SETS 2 


MADE IN ENGLAND 


Available in Floral, Modern or Banded Designs 
Priced $6.25 and upwards for 13 pieces 


Illustrated No. 7542, Conventional Design 
Rose Red Center, tarnished Copper Lustre trim 


Breakfast Set $6.75 
A. D. Coffee (serves 6) $6.75 


All prices are wholesale—Full information on request 


LENART IMPORT Ltd. 


NEW YORK CITY 
JCC CECE SESSILIS III EEA 


550 FIFTH AVENUE 


Tea Set (serves 6) $10.75 


RUM ZOMBIE by Color Process 


Smartly urban in design, these exclusive “Zom- 
bie T” glasses hold 14 ounces and are available in 
an assortment of twelve delicate pastel colors. 


Minimum Order Six Dozen — $3.00 dozen 


ALICE SCHAEFFER 


“Aids to Gracious Living” 


225 Fifth Avenue 
New York City 


Donald M. Sinith 

Donald M. Smith, president of the 
McKee Glass Co., Jeannette, Pa., died 
of a heart attack at his home on Feb- 
ruary 26th at the age of forty-nine. 

Mr. Smith, who succeeded _ his 
brother, the late Maurice A. Smith, 
who died on July 22nd, 1940, became 
actively associated with the McKee 
firm as a youth while his father, the 
late A. J. Smith, was president. 

He was born in Fostoria, Ohio, and 
moved to Jeannette with his parents 
in 1901. While attending the public 
schools he served as carrying-in boy, 
office boy, assistant to the paymaster 
and general apprentice, learning the 
rudiments of the business. 

After graduating from Cornell Uni- 
versity in 1915, he became assistant 
secretary to George D. Sailer, now 
sales manager. When his father died 
in 1924 he became vice-president of 
the company, a position he held until 
his election as president last year. 

He volunteered for service in May, 
1917, and became first lieutenant of 
the 315th Machine Gun Battalion, 
Serving in four major engagements 
Overseas. Apparently in robust health, 
Mr. Smith led an active life outside 
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his office. He was president of the 
Jeannette Realty Co., a director of the 
Glass City Bank and the Greensburg 
Country Club and a member of sev- 
eral fraternal orders. 

Surviving are his widow, Mrs. Kay 
Smith, and one son, Mennell M., 
who is connected with the McKee 
firm. 


LEMAC SALES CO. OPENS SHOWROOM 
A new showroom was recently 
opened by Lemac Sales Co. at 225 
Fifth Avenue, New York, to display 
the lines of Yule Mfg. Co., carved 
and decorated mirrors; China Import- 
ing Co., a promotional line of Chinese 
imports and a number of other glass- 
ware and gift lines. Max Schoenbaum 
and Leon Dreyer are associated in the 
new concern. Mr. Schoenbaum was 
formerly china and glass buyer for 
the Namm Store, Brooklyn, and 
Brown Thompson Co., Inc., Hartford, 
Conn. 
FRANKOMA POTTERY HEAD 
COMPLETES LECTURE TOUR 
According to Claude Sperling, 225 
Fifth Avenue, New York, Eastern rep- 
resentative for Frankoma Pottery, Sa- 
pulpa, Oklahoma, Dr. John Frank, 
president of Frankoma Pottery and 
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former professor of ceramics at the 
University of Oklahoma, recently 
completed a series of lectures at lead- 
ing department stores throughout the 
East. Dr. Frank spoke on the history 
of pottery craftsmanship and gave 
actual demonstrations of the use of 
the potter’s wheel at the following 
department stores: B. Altman & Co., 
New York; Hochschild Kohn, Balti- 
more; G. Fox, Hartford, and Higbee 
& Co., Cleveland. 
WANAMAKER’S FEATURES 
CARVEX CRYSTAL 

The Carvex Crystal line of Frank 
H. Ruhe, New York, was widely fea- 
tured by John Wanamaker & Co., 
New York, early this month in news- 
paper advertising and in a display on 
the bridge connecting the two Wana- 
maker buildings, as well as in a street- 
floor window. 


The bridge exhibit showed about 
seventy-five pieces of the ware on 
banked tables adjoining the fourth- 
floor china department. The Carvex 
line is offered in a wide variety of 
decorations and features etchings 
which are carefully shaded and show 
as many as four and five different 
depths. 
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BUYER’S GUIDE 


Listed below are 
the names of many 
of the leading con- 
cerns in the trade 


for quick reference 


as to location. 


Importers 


Importers 


Importers 


EDWARD BOOTE 
35-37 West 23rd Street 


Telephone: GRamercy 5-1605 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER & HOTELWARE 
GIBSON & SONS TEAPOTS 


Gro. BorcreLpt CorPorATION 


China Dinner Ware ... Glass Ware 
Art Goods .. . Gift Novelties 
for Import and from Stock 


44-60 East 23rd Street 


Telephone: GRamercy 7-0400 


COPELAND & THOMPSON, Inc. 


Copeland-Spode China and Earthenware 
and White China Table Decorations 


206 Fifth Avenue 


Telephone: AShland 4-2975 


ARABBIA 
SUOMI 
FINLANDIA 
Crystal China & Faience Art Pottery 
NEW YORK 


225 FIFTH AVE. 


HARUTA & CO. 


Dinnerware and Fancy 
Japanese Goods 


141-147 Fifth Avenue 


ALgonquin 4-2390, 2392 


Empress China 


Telephone: 


Hermricu & WinTERLING Corp. 


Dinnerware from Heinrich & Co. 
Selb Fancy China from Winterling 


49-51 West 23rd Street 


Telephone: GRamercy 5-2428 


HERMAN C. KUPPER, INC. 
39-41 West 23rd Street 


Charles Ahrenfeldt Limoges China 
Swinnertons Staffordshire Earth- 
enware—Art Pottery and Novelties 
Carillon Art China 
Kupper Art China 

Phone: GRamercy 5-3467-68 


Made in America 


FRED LEIGHTON’S 
Mexican Imports 


“Pioneer in Things Merican” 


Mexican Glassware, Pottery, Ovenware, 
Lacquerware, Tinware, Baskets, Textiles, 
Furniture and Novelties. 


129 Fifth Avenue New York 
ALgonquin 4-9413 


LEVY BROS. CHINA CO. 
Established 1868 


Importers of English, French Dinnerware, 
Service Plates and Gift Items. 
U. S. A. Sole Representatives: 
Robert Haviland & LeTanneur 
Immediate Dellivery 


79-83 Fifth Avenue 


GRamercy 7-0111-2 


MADDOCK & MILLER 


Maddock’s Hotel Ware. Mason Iron Stone 
China; Crown Ducal; Old Hall Ivory 
Ware; Allerton’s Ltd. 


129-131 Fifth Avenue 


ALgonquin 4-5526 


Telephone: 


MARKS & ROSENFELD, INC. 


Exclusive representatives of 


Coleclough China Co., Ltd., English Bone 
China. Large stocks of promotional china 
and glassware from England, France and 
other European countries. 


147 Fifth Avenue 


Telephone: GRamercy 7-4820 4821 


M. & D. MILLER, INC. 


English China_and Earthenware. George 
Jones & Sons, Ltd.; John Maddock & Sons, 
Ltd.; Alfred Meakin, Ltd.; A. J. Wilkin- 
son's, Ltd.; R. Sudlow’s & Sons, Ltd. 


129 Fifth Avenue 


Telephone: ALgonquin 4-0806 
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MORIMURA BROS. 


Noritake Dinnerware and Fancy China 
Japanese Goods 


53, 55, 57 West 23rd Street 


Telephone: GRamercy 5-3850 


NationaL Mercuanpise Core. 


Importers of National and Imperial 
Dinnerware—Japanese and Chinese Goods 


10 West 23rd Street -:- New York 


Telephone: ALgonquin 4-0458-9 


CHICAGO—228 W. Jackson Blvd. 
LOS ANGELES—719 S. Los Angeles St. 


Newland, Schneeloch & Piek, Inc. 


China Dinr r Sets in stock for immediate 
delivery. Glassware and Gift Novelties. 


1107 Broadway at 24th Street 


Telephone: WAtkins 9-0377 


WM. S. PITCAIRN CORP. 


Royal Doulton China and Earthenware; 
Furnival Dinnerware; Irish Belleek; 
Thos. Webb Crystal; 

Grindley Hotelware Co., Ltd. 


212 Fifth Avenue 


Telephone: MUrray Hill 3-2557, 


2558 


PAUL A. STRAUB & CO., INC. 
19 East 26th Street 


Importers of 
China, Glass and Barthenware 
Dinnerware, Art Goods, Giftwares 


MUrray Hill 3-5460 


THE POTTERY and GLASS SALESMAN 


BUYER’S GUIDE 


Buyers will fre- 
quently find this 
Guide of advan- 
tage in getting tele- 
phone numbers and 
line connections 


quickly. 


Importers 


Domestic Glassware 


TAIYO TRADING CO., INC. 


Japanese Dinnerware 
Kitchen Utility Wares 
Fancy Novelty China 


121 Fifth Avenue 


Telephone: ALgonquin 4-3823 


JUSTIN THARAUD, INC. 


Myott, Son & Co.; Royal Bayreuth China; 
Chateau China: Kristallunie Maastricht; 
Royal Albert Crown China 


129 Fifth Avenue 


Telephone: ALgonquin 4-3655 


UNITED CHINA & GLASS CO. 
Established 1850 
Importers of Regal Dinnerware 
Fancy Chinaware, Pottery Novelties, 
Japanese Goods 


1107 Broadway 


Room 805 Telephone: CHelsea 2-7311 


MORRIS A. VAN NOSTRAND 
China and Earthenware 
Shelly’s English Bone China; English 
Earthenware and Turkey Sets 


Jackson Featherweight China 
Made in U. S. A. 


166 Fifth Avenue 


Telephone: ALgonquin 4-2777 


J. H. VENON, INC. 
212 Fifth Avenue New York 


MURRAY HILL 3-0895 
American Representatives For 
KOSTA GLASS 
ALSTERKORS GLASS 
PUKEBERG GLASS 
ROSTRAND DINNERWARE 


GLASS & DINNERWARE FROM SWEDEN 


K. L. WEDGWOOD 


Josiah Wedgwood & Sons, Ltd. 
China 


162 Fifth Avenue 


Telephone: GRamercy 5-4306 


BRYCE BROTHERS COMPANY 


Lead Blown Glassware 
in Crystal and Colors 


200 Fifth Avenue 


Warry C. Smallwood 
William E. Fajen 


Telophone: GRamercy 5-1166 


Only a few spaces in this 
CLASSIFIED DIRECTORY 
still available 


A. H. HEISEY & CO. 


Fine Blown and Pressed Tableware 


Fifth Avenue Building 


Telephone: GRamercy 5-0549 
J. J. LOWER, Representative 


J. WOLFF, N. Y. Rep. 


Mohawk Bldg. -:- 160 Fifth Ave. 


Telephone: CHelsea 3-0545 


WESTMORELAND GLASS CO. 


Quality Hand Made Glassware 


200 Fifth Avenue 


Horace C. Gray Co. 


Telephone: GRamercy 5-6311 


“The House of 
Satisfied Customers” 


Decorators of 


Dinnerware 
Service Plates 
and 
STABLE Gold-Encrusted 
19138 Specialties 


ATLAS CHINA CO., INC. 
27 West 20th Street 


CHelsea 2-1522 


Domestic Pottery 


EASTERN CHINA COMPANY 


“The House of Dinnerware” 


596 Broadway, N. Y. C. 


Promotional Dinnerware 
for IMMEDIATE delivery 


Telephone: CAnal 6-6744-5 


RUMRILL 
POTTERY CO. 


Suite 410 — 225 Fifth Avenue 
Telephone: MUrray Hill 5-7974 


1107 Broadway, New York City 
YMPHONY -: VICTORY 
Modern Shapes with Smart Colorful Decorations 


THE Sires CHINA CO. 


High Quality Dinnerware at Popular Prices 


HARRY G. HECKMANN 


Repnesen.eds by Phone CHelsea 2-8848 


S. A. WELLER CO. 


Art Wares, Garden Pottery and Cooking 
Ware 


GEORGE R. NIXON, Representative 
225 Fifth Avenue 
Telephone: CAledonia 5-3638 


Se  ————————————— 
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Homer Laughlin Machine Reduces Time for Drying 
Decal From Forty-Eight Hours to Forty Minutes 


@ A machine to reduce the time of 


decalcomania drying from forty-cight 
hours to forty minutes has been de- 
signed and installed at the Homer 
Laughlin China Co. under the direc- 
tion of Walter Emerson, chief engi- 
neecr for the organization. The new 
equipment is Known as a decal drying 
conveyor. 

‘The purpose of the conveyor is to 
expedite the handling of the ware by 
burning off the varnish more quickly 
than by former methods of drying. It 
was also necessary to conserve manu- 
facturing space: thus, the machine 
was built against the roof of the plant 
No. 8 decorating shop. 


v resembles a 


‘The conveyor close 
carousel. “The ware is carried in metal 


baskets to the dryers where it passes 
through an automatically controlled 
temperature of 220 degrees. “The 
dishes are removed at taking-off sta- 
tions and are conveyed directly to the 
decorating kilns or to the liners for 
further decorations. The varnish is 
dry cnough to permit stacking ware 
without sticking. 

The statistical story of the new ma- 
chine is impressive. “he conveyor is 
650 feet in length, the dryers 320 feet 
long and it will receive the output of 
nine decal machines. It is equipped 
with all safety devices against inter- 
ruptions of gas or electric service. The 
metal baskeis are plated to prevent 
rusting or corroding, as moisture 
clings to ware after it is washed in 
the decal machine. 


GUMP'S GOES ON THE AIR 

S: G. Gump Co., San Francisco 
china and glass store, is sponsoring a 
radio program known as “Gump's 
Gallery of Celebritics” as an innova- 
tion rw its promotional program. Weil 
known persons appear on the pro- 
gram and give their opinions on cur- 
rent topics and answer questions re- 
lating to their own activities. Marion 
Anderson, Walt Disney, Quentin Rey- 
nolds, William Saroyan and Ruth 
Chatterton are among those who have 


appeared. 
CATALOGS ISSUED BY CARBONE, INC. 

Three new catalogs have recently 
been completed by Carbone, Inc., 348 
Congress St.. Boston, Mass., and will 
be sent to accredited retailers on re- 
quest. Profusely illustrated — are: 
“Country Fare” Ovenware, Carbone 
Crystal, Bedford Glass and White 
Cloud Porcelain. 

CERAMIC SOCIETY MEETS 
AT MELLON INSTITUTE 

Creative design in ceramics was dis- 
cussed at the recent joint meeting of 
the Pittsburgh section and the Art 
Division of the American Ceramic 
Society held at the Mellon Institute 
in Pittsburgh on March 11th. The 
program was arranged by J. Palin 
Thorley, Director of Ceramics at the 
University of Pittsburgh, and Theo- 
dore Lechner of the Vitro Manufac- 
turing Co. 

Dr. J. L. Kelso, minister and arche- 
ologist, discussed the ceramics of Bib- 
lical davs. Frazicr Smith, designer for 
the Hazel Atlas Glass Co., spoke on 
“Creative Design in Glass,” and Mar- 


ac 


vin G. Yutzey, designer for the Fos- 
toria Glass Co., illusurated table set- 
tings with colored slides. “The last 
speaker was H. Edward Winter, who 
spoke on the subject: “Creative De- 
sign in Enamels.” 
IMPORTERS DONATE MOBILE 
KITCHEN TO BRITAIN 

‘The New York Importers of Earth- 
enware and China Association recent- 
ly donated to the British War Relief 
Society, 730 Fifth Avenue, the cost of 
a mobile feeding kitchen. Kennard L. 
Wedgwood, chairman of the Associa- 
tion’s drive, announced that the can- 
teen will be operated in the pottery 
districts of the English Midlands and 
will be called “The Jolly Potter.” 
Among the English China interests 
contributing were: Edward Boote, 
Copeland & Thompson, Hugh C. Ed- 
miston, Johnson Brothers, Maddock 
& Miller, Myott-Tharaud Corpora- 
tion, Wm. S. Piteatrn Corporation, 
Mr. E. John Ridgway of Meakin & 
Ridgway (personal donation) , Josiah 
Wedgwood & Sons Inc., and William 
Q. Wilcox of Wm. S. Pitcairn Corpo- 
ration (personal donation) . 


RINGO JOINS EBELING & RBUSS, INC. 

Henry O. Ebeling, head of the firm 
of Ebeling & Reuss, Inc., has an- 
nounced that Raleigh Ringo, former- 
ly with Gladding, McBean & Co., has 
been placed in charge of the Chicago 
division of the firm and also will cover 
the Chicago territory. He replaces 
John Duffina, who is returning to the 
southwestern territory he previously 
travelled. 


CAMARK POTTERY ISSUES CATALOG 

A sixteen-page catalog of the 1941 
line of Camark Pottery of Camden, 
Arkansas, has recently been completed 
which contains over 250 items in four 
different types of pottery. All the 
merchandise is arranged by price 
groups and types of pottery giving 
retail prices. A separate retail edition, 
similar to the wholesale edition, is 
being sent to consumers who  re- 
quested information about the line 
through the medium of an advertise- 
ment in the February issue of louse 
& Garden. In addition to this, a sep- 
arate letter is also sent advising the 
nearest location where the merchan- 
dise may be bought. Recognized re- 
tailers may receive the catalog by 
writing to either Janis-Varter, Gree- 
man, Inc., 225 Fifth Avenue, New 
York City, exclusive sales agents for 
Camark Pottery, or clirect to the fac- 
tory at Camden, Arkansas. 


Robert Perelinan 

Robert Perelman, buyer of china, 
glass and housewares at J. L. Brandeis 
& Sons, Omaha, died of a heart attack 
at his home on March 6th. 

A veteran of seventeen years’ serv- 
ice with the store, Mr. Perelman was 
well known in the trade. His china 
and glass department duties have been 
taken over by Mrs. Frances Vitt, who 
has been his assistant for the past 
three years. He leaves a widow and 
two children. 

McCUNE NAMED CONSOLIDATED HEAD 


John R. McCune, Jr., was clected 
president of the Consolidated Lamp & 
Glass Co., Coraopolis, Pa., last month. 
He succeeds James O. Corner, who 
died on January 20th. 

Other officers named were: W. P. 
Barker, vice-president; W. Frank M. 
Hawe, vice-president in charge of 
sales; J. C. Butterfield, secretary- 
treasurer; and Frank H. Kubler, gen- 
eral superintendent. 


A. K. WOOD ELECTED McKER HEAD 
A. K. Wood, formerly vice-presi- 
dent and factory superintendent of 
the McKee Glass Co., was ciected 
president of the firm early this month 
succeeding the late Donald M. Smith. 
At the same time William A. Wood, 
son of the new president, was pro- 
moted from production manager to 
vice-president. George 1). Sailer was 
named sales manager while retaining 
his post as secretary. Maurice A, 
Smith, Jr., was elected assistant secre- 
tary and Mrs. Donald M. Smith was 
added to the board of directors. 
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KENTON HILLS PORCELAIN 


TTC 


VASES OF 


These attractive china pieces are 7° high—made 
in America, and hand finished in Gold, Blue or 


DISTINGTION | 


Old Red. Sold individually or assorted, each | 
shape is available in the four illustrated designs. 
$10.80 dozen 

YORK FOR 


An exquisite new American line, ranking in 
sculptural quality and brilliance of glaze with the 
finest achievements of ceramic craftsmanship. 

Wholesale 


Price 
STOCKED IN NEW 


= “Evening Star” by David Seyler...2.00......$ 7-50 each 

IMMEDIATE DELIVERY “Sea Pods” (Limited Edition) by Stratton... 10.00 each 
Minimum order is one dozen assorted. Horse’s Head Bookends .. 5.00 pair 
“Hybiseus” (Unica) by William Hentschel. 15.00 each 


Sole Distributors 


SCHOEMAKER & CO., Inc. 


225 Fifth Ave. Room 529 


Gnternational (raktware (Lo. 


225 Fifth Ave. Room 345 New York City 


New York City 
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RUYER CHANGES 
Miss Estelle Schaefer has re- 
signed as china, glass and lamp buy- 
er for Charles Weill, Inc., New York 
City, to join W.T. Knott Co., Central 
Buying Office in charge of china, 
glass and lamps. Bob Noel succeeds 
Estelle Schaefer as china, glass and 
lamp buyer for Charles Weill, Inc. 
Mr. Noel was formerly associated 
with Kirby Block & Co., New York. 

Miss Valerie Gneiser, former as- 
sistant buyer for the Corner Shop 
at R. H. Macy & Co., New York, has 
been appointed gift buyer for that 
store to succeed Miss Ruth Stern, 
who has retired. 

Miss Regina Sepial, formerly as- 
sistant housewares buyer, has been 
named gift buyer at William Taylor 
Son & Co., Cleveland, succeeding 
Miss Mildred Weaver, who resigned 
recently. ; 

Paul Dowd of R. H. White Co., 
Boston, has been. appointed divi- 
sional merchandise manager over 
the china, glass, gift and related de- 
partments. He was formerly buyer 
for other departments of the store. 

Hens & Kelly, Inc., Buffalo, has 
appointed Carlton Nelson, buyer for 
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and toys departments, a position 
formerly held by Robert Evans, 
who has resigned. Mr Nelson relin- 
quished a post at Luckey, Platt & 
Co., Poughkeepsie, N. Y., similar 
to the one at Hens & Kelly. 

Miss Clara Kenyon has succeeded 
Miss Jessie Cook, who has resigned, 
as gift buyer at W. & J. Sloane & 
Co., San Francisco. Miss Kenyon 
formerly was with I. Magnin & Co., 


San Francisco. 

Herman Zang has been appointed 
assistant to Louis Hoenig, china 
and glass buyer at Bloomingdale 
Bros., New York, taking the posi- 
tion made vacant by the transfer 
of Henry Kaplan to another depart- 
ment. 

Miss Jane Dube has been named 
assistant glassware buyer at James 
McCreery & Co., New York, having 
been transferred from the bedding 
department. 

Mrs. Olive Day until recently gift 
buyer at Clarke’s, Peoria, Ill., has 
succeeded Mrs. A. E. Shannon as as- 
sistant to William Dilworth, china 
and glass buyer at The Fair, Chi- 
cago. 
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ALLOTTED APRIL Ist 


Exhibit space for the Hotel Vander- 
bilt China and Glass Show will be 
allotted beginning April Ist, accord- 
ing to the committee in charge of the 
show. Hotel rates and other charges 
will be the same as in other years and 
rooms will be assigned on a priority 
basis. It is expected that an addition- 
al floor will be required to house the 
exhibits this year. 


POSITION WANTED 


Expert Modeler and ceramic artist, 
who has also had 20 vears’ experience 
as a business executive, wants position 
with progressive pottery in which he 
could learn the manufacturing phases 
of the business, while his training and 
talent would be put to best use. Can 
furnish commendable references as to 
character and ability. Address 
392 c/o THE SALESMAN. 


Box 
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Sweden House and American-made Glassware 
(continued from page 22 

is also one scene showing a workman putting a copper 

wheel engraving onto a vase and a sales-talk finale. 

The implements used by the workmen and the pieces 
of glassware in various stages of completion, which com- 
prise the exhibit along one side of the showroom, tke 
on added interest after the running off of the movie. 
Also shown in connection with the tools is a series of 
twelve large photographs depicting the use to which 
they are pul. 

Although Sweden House is expecting a shipment of 
glassware from Sweden next month, there is no assur- 
ance that it will arrive. But whether it does or not, 
the management believes it has at hand in this country a 
supply of equally fine ware. The immediate task, as 
Sweden House sees it. is to debunk the popular belief 
that only imported glassware is good glassware. 


—— 8 


Modern Pottery Pioneers 

(continued from page 15) 
been placed with another store and Mr. Thorley came for- 
ward to meet the crisis. He designed the “Duo-Bloom,” 
a single motif placed at the correct angle on the ware. 
It was similar to the pattern first selected by the buyer 
but the difference was enough to make the decoration 
distinctive. The buyer immediately bought the design. 

The remainder of the story of Umbertone is known 
wherever dinnerware is sold. It has been the inspiration 
for many a creator who could not find an original idea. 
It has been copied time and again, appearing in semi- 
vitrified and vitrified ware, in many different shapes, 
under a dozen various names. Its origin has been ac- 
credited to many false sources and only after weeks of 
research has the true story of this famous ware been 
authentically compiled. 

Sponsoring ivory body, Umbertone ware, modern 
styling and designing have not been Mr. Sebring’s only 
ventures into the field of pioneering. Through his ef- 
forts the first green and yellow glazes were introduced 
on the dinnerware of America; the first pink body, 
known later as Peach Blo, was perfected for American 
table pottery. He was the first to use cut sponge under- 
glaze decoration on dinnerware; the first manufacturer 
to have an art department to show results; he was one of 
the first semi-porcelain manufacturers to use the tunnel 
kiln successfully; his pottery was the first to use the 
mechanical stove room, invented by Mr. McMasters and 
known to this day as the McMaster Stove; the Sebring 
Pottery was the first to operate a dipping mangle. 

Charles L. Sebring can undoubtedly be acclaimed the 
pioneer in modern creative pottery designs. His six 
associates place his efforts above their own, saying 
modestly that he was the captain and that they obeyed 
orders. In a sense this was true, but each of them 
gave the best of his ability, time and service to making 
Mr. Sebring’s vision become realities. 

The urge which prompted our ancestors to carve this 
great nation from a wilderness has blossomed anew in 
modern times. So long as there are men and women 
equipped with initiative, ability and the courage to for- 
sake the beaten path, the spirit of American pioneering 
will never die. 


The illustrated vase with copper wheel engraving of a horse's head is 
a fine example of American craftsmanship. Sweden House retails 


the piece for $18. 
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The aim of Tue Porrery AnD GLAss SALESMAN has always been to merit 


the support and confidence of its readers and advertisers. In furthering this pur- 


pose during the past 31 years, THE SALESMAN has earned an enviable record 


for progressive leadership and service. With this issue we report another impor- 


tant step in advancing our traditional aim—membership in the National Business 


Papers Association. This action binds THE SALESMAN to observe the following 


WN. B. P. A. standards of practice which have been developed in the interest of 


business publication readers and advertisers: 


EDITORIAL POLICY: This publication conceives it 
its duty to publish editorial material that will extend 
the knowledge of its readers, expand their business, in- 
crease their ability to serve others or make possible their 
advancement in any direction. No editorial material will 
be published in consideration of payment either directly 


or indirectly. 


CIRCULATION: Readers of this magazine are selected 
on the basis of their importance as buying or influencing 
factors within the field which it covers. Mailing lists 
will be constantly supervised for accuracy. Circulation 
records will be periodically audited and certified copies 


of these audits will be available at all times. 


ADVERTISING: Believing that advertising in Business 
Papers, when properly directed, is the most effective and 
most profitable method by which producers may cul- 
tivate their markets, we shall strive to cover the maxi- 
mum purchasing power within our selected field. Market 


data regarding our field will always be available to 


advertisers. 


ADVERTISING RATES, as published. are uniform 
to all advertisers for like conditions and amounts of 
space. We uphold the policy of “Truth in Advertising,” 
and shall abide by the poliey of this Association to 


eliminate unworthy and unfair advertising copy. 
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“The Trade’s Printed Salesman” 
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ECA! 160 Fifth Avenue, New York 
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Controlled Circulation Audit, Inc. 


Member 


ASSOCIATION | 


FSBNT OFFIgS 


. MAR 27 1941 


A Report to Our Advertise 


> 
ign Divis® 


Nat'l. Business Papers Ass’n. 


W. S. George Representatives 


New York City— 
S. H. Slobodkin, 39-41 West 23rd St. 
New York State, Pennsylvania— 
J. E. Taylor, 35 Crown St. Brooklyn, N. Y. 
Chicago and Iinois— 
W. S. George Pottery Co.—Cavitt Shaw Pottery, 
15123 Merch. Mart, Chicago—Al. G. Chism 
Indiana and Kentucky— 
B. B. Brooks, 5519 Jackson St., Pittsburgh, Pa. 
Ohio— 
E. L. Malicord, 165 West Cambridge St., Alliance, 0. 
Michigan— 
Ohio China Co., Monroe, Mich. 
Eastern Pennsylvania, Delaware, Maryland, Washing- 
ton, D. C., New Jersey— 
Anton Liebermann, 448 Wellesley Road, Phila- 
delphia, Pa. 
New England Territory— 
John M. London, 1800 Commonwealth Ave., 
Brighton, Mass. 
Missouri, Kansas and Towa— 
Roberts 
Wisconsin, Minnesota, North and South Dakota— 
Ray Michaels 
North and South Carolina, Georgia, Tennessee and 
Florida— 
A. L. Johnson, 2411 9th Ave. Huntington, West Va. 
Mid-West, Denver, Colo,— 
_ Carson Crockery Co. 
Texas, Oklahoma, Arkansas, Mississippi, Louisiana— 
G. B. Morgan, 3900 Oaklawn Ave., Dallas, Texas 
Pacific Coast, San Francisco, Calif, Portland, Oregon— 
M. Seller Co. 
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Dainty, Lovely Patricia- 


Charming as a leading character right out 


of the season’s “best seller.” 
W. S. George No. 38495 H 


You'll recognize, “sales appeal” the mo- 
ment you see Patricia. W. S. George, 
“Best Sellers,” are helping to create re- 
cord profits in many china ware depart- 


ments—Write for samples. 
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